Abstract. The consumers are becoming more conscious about the increasingly harmful effects of chemicals in food. The trend towards buying organic food is increasing worldwide including Pakistani consumers. It is a dire need of time to understand what factors persuade consumers to turn towards organic food. This empirical study is aimed at explaining the factors that influence willingness to pay (WTP) for organic food of urban consumers in Pakistan. This study used survey data collected from 600 consumers in the Central Punjab Pakistan during September to November 2017. Structured questionnaires were randomly distributed among the academic staffs, students of different universities and customers in different fruit and vegetable markets. Structural equation modeling was used to evaluate the data. Results indicate that consumers who were interested in buying the organic food products were likely to buy a more significant quantity of those products. The willingness to buy (WTB) organic food depends upon the attitudes, subjective norms, organic food knowledge, availability and labeling & certification. However, the health concern is ranked 1 st among all these. Moreover, perceived expensiveness, culture, and environmental concerns have less effect or negative impact on WTP. A contribution of this paper lies in providing marketing strategies for organic food vendors to cut down the barriers which consumers face while purchasing organic food in the country. Further research may explore the role of more motivating factors to have a better understanding about consumer's more WTP for safe food.
Introduction
In the last few years, the association between diet and life-threatening diseases has been investigated [1] . Thus, those studies generated awareness among people and enabled them to apprehend the term "healthy" or "unhealthy" eating [2] revealed some perceptive factors such as peoples' attitudes and WTP for eating a healthy diet. Therefore, consumers in the modern world are becoming more concerned and conscious about eating healthy and environment-friendly food. In some previous studies, researchers are agreed that organically produced food is better for health, and beneficial for the environment [3, 4] .
Organic food is produced in a specified and precise standard production system which aims to get optimal agro-ecosystem that is social, economically as well as ecologically sustainable 1 . It avoids the use of herbicides, chemical fertilizers, synthetic pesticides, growth hormones, antibiotics or gene manipulation [5] . Therefore, buyers have developed a positive attitude toward consumption of organic food. In the emerging years of organic food, purchasing concept was merely in the mindset of the consumers belonging to developed countries. Contrarily, in the present era, organic food farming is becoming more popular, and the market is increasing amazingly in developing countries as well [6] .
The production of organic food has grown remarkably, both in developed and developing countries. It is estimated that the value of the global market of organic food had reached $ 81.6 billion (USD) 2 in 2015 [7] . Asia's share of organic products sales continue to rise and contributed land for organic production about 4 million hectors. India, Japan, South Korea and China's Taiwan Region also have strong markets for organic products. China has the most significant share in the market for organic products partly because the country had experienced some food scandals [8] . Though organic food is becoming popular in the world market, the number of consumers who are willing to purchase is quite low as revealed by previous studies [9, 10] .
Pakistan's food industry is one of the largest earning markets in the world due to a rapid increase in demand and preference of people. Organic farming trends are increasing because of encouraging steps undertaken by food policymakers [11] . The installation of organic fertilizer, organic herbicide, and organic pesticide manufacturing units by National Institute of Organic Agriculture (NIOA) at Islamabad 3 is a milestone. Pakistan Agriculture Research Council (PARC) estimated that the total area under organic agriculture enhanced from 35,000 acres in 2005 to 150,000 acres in 2010. At present, 33% of the farmers are estimated to grow organic food, and this percentage is supposed to be more than double in the next few years as people are making more demand of organic products [11] . Organic farms in Pakistan are certified by Zwolle, of the Netherlands for organic production systems according to regulation (EEC NO.2092/91) 4 . Further, the Network of Organic Agriculture in Pakistan (NEOAP) has trained 10000 farmers and students in organic practices and launched to register for further organic farmers and traders. These trained farmers are finding new production technology and spreading new information to the small farmers throughout the country [12] .
The rising awareness among stakeholders, growers, and consumers has shown their apparent view that organic food market in expanding in Pakistan. Organic producers either sell their products at specified vents or provide it directly to the commercial buyers named as Khalis food, Himalaya organics, and Prince Departmental Store 5 . The worth of annual organic products exports of Pakistan is about 100 million $ which are encouraging for a new market [13] .
The current study is carried out in Punjab Pakistan where the quantitative method has been used to collect the data. The primary objective of the study was to investigate the main factors that influence the WTP for organic food among Pakistani consumers. In Pakistan, the food situation needs attention where people look to be conscious due to the involved issues in organic products.
The rest of this paper is organized as follows. We develop our conceptual model and associated research hypotheses that address the direct and indirect relationships between endogenous variable WTP and exogenous variables such as attitude, organic food knowledge, culture, product availability, labeling and certification, perceived expensiveness, health concerns, environmental concerns, subjective norms. We concluded the study by discussing managerial implications, limitations, and future research directions.
Literature Review
Today's life is very competitive, challenging and demanding. Consumers hardly have time for physical activities, but they are highly exposed to the diseases. Consumers are very much concerned about their health and the food choice to stay healthy. A health concern has influenced the consumer attitude toward organic food. Mohamed et al. (2012) explored that health consciousness is the foremost motivating factor of organic food purchase. Literature is enriched with the studies reveal that a consumer's concern for health is the most commonly stated motive to choose organic foods [14, 15] .
Subjective norms are one of the critical factors which influence the consumers' WTP while purchasing organic food. People tend to follow the reference group, parents, and leader who in turn influence the group towards the certain behavior and action. Further, [9] examined the factors influencing organic food consumptions and agreed the significance of subjective norms has a strong effect on WTB. The findings revealed that subjective norms moderate the attitude towards consumers' WTP for organic food; however, the mediated role of attitude that was found to be of higher significance.
Consumer's preference for organic food depends on their knowledge and perception of organic attributes associated with health, environment and sensory appeal. Also, WTP towards organic food is determined by customer's belief in organic certification and label, their knowledge and the availability of organic food in the area where they live. Organic food's purchasers tend to be men, a family with young children, highly educated and high-income people and those practice healthy lifestyle 6 . The impact of the subjective norm is inconsistent with the earlier study; however, it should be given more attention in the markets where consumer's knowledge of organic food is limited. It's revealed from previous studies that high price, limited information, and availability, puzzling labels, and inconvenience in purchasing are the foremost hindrances to organic food purchase [8] .
Organic food knowledge plays a vital role in contour consumer's stimuli towards WTP for organic food. Therefore, it is supposed that consumers who know organic food are more likely to select organically produced food, [9] lack of knowledge about organic production method is a barrier to buy such foodstuff, especially in developing countries.
The health concern is a better predictor than for the environmental concerns 7 which indicate that egocentric motives appear stronger than altruistic reasons. Uusitalo [16] argues that activities in favor of ecological protection increase if a person can achieve some private side-benefits from the activity at the same time that she/he is contributing to the collective goal. The importance of the egocentric (health) motives may be due to their perceived individual benefit. Magnusson [17] agreed in his study about the positive attitudes towards purchasing organic foods.
Organic food limited availability is a hindrance to buying [18] , but the availability and bundles offerings of organic foods for sale have expanded in many European countries during last few years. Many countries, such as Greece and Spain, consumers still perceive limited availability to be the primary obstacle [19] .
Haghjou, Hayati, Pishbahar, MOHAMMAD and Dashti [20] stated that some families with particular members have more WTP for organic foods. Targeted labeling and certification of organic foods for females, infants, senior citizen, and people with specific diseases could ease some consumers' choice and increase their willingness for the organic foods. Literature related organic food also classify organic food purchase skewed. Price is shown as the primitive restricting to organic food purchase in developed as well as developing markets [21] . Culture 8 and society are indispensable in determining a person's diet. Unfortunately, being a society where cheap is worthy and fast is well and welcomed super-sized, low-cost food that has concreted the way for a massive increase in the rate of diseases. The increased consumption of high calorie, low-nutrition food has reproduced diseases epidemic [11] .
Theoretical Framework and Research Methodology Model Specification
This model emanates from the literature that examines the consumer WTP for organic food. This framework believes that the consumers WTP is strongly influenced by these variables health concerns, environmental concerns, organic food knowledge, subjective norms, culture, attitude, availability, perceived expensiveness, labeling & certification. The model examined simultaneously the indirect effect of subjective norms, health concerns and environmental concerns on WTP through mediator attitude. WTP. In this framework construct is used from the studies of [8, [22] [23] [24] . The proposed model for WTP towards organic food is shown in Fig. 1 . The conceptual model shown in Fig. 1 is the structural model that reflects the causal relationship between latent variables. The specific formula as shown in equation (1):
where η is the endogenous latent variable; B is the coefficient of the endogenous latent variable η; ξ is the exogenous latent variable; Γ is the coefficient of the exogenous latent variable; ζ represents a random error term.
The measurement model reflects the relationship between the latent variable and the observed variable. The form is as in equation (2) and (3).
Where X is the observation index of ξ; Y is the observation index of η; δ is the measurement error of X; ε is the measurement error of Y. My knowledge about organic food is based on previous experience such as purchasing/consuming/hearing from others/reading about it.
OFK2
I know the process of organic production. OFK3
Health Concerns I do not eat foods with additives and preservatives. HC1
I usually read the ingredients label on food items while purchasing. HC2
I worry about the harmful chemicals in food items. HC3
Subjective Norms
When it comes to choosing organic food, I behave as others do. SN1
Due to the impact of social pressure (society, environment, social network choose organic food.
SN2
Most people who are important to me would like me to choose organic food.
SN3 Environmental

Concerns
Climate change is a serious issue to me. EC1
I take my own shopping bag when I go to the market. EC2
Products grown organically are obtained from sustainable resources which are less polluted from the air, water and soil than grown conventionally.
EC3
Culture I have a healthy lifestyle. CUL1
I have concern about environmental values. CUL2
I buy organic food because high-class people use it. CUL3 Attitude I believe that organic food contains more natural ingredients than conventional food.
ATT1
I am willing to pay considerably higher prices for organic food which has considerably higher quality standards. 
LAC1
Without a mandatory organic logo, some food products are hard to identify as organic at the point of sale.
LAC2
The organic label is affecting my willingness to pay for organic products.
LAC3
I have great trust in the organic standards behind the wide organic logo.
LAC4
Willingness to Pay I have been a regular buyer of organic products without the effect of price changes.
WPT1
I am willing to pay a higher price for organic products. WPT2
I always buy organic products, although hard to come by in the market. WPT3
I would still buy organic food even though conventional alternatives are in the sale.
WPT4
Data Collection
The data was collected cross-sectional to analyze the results and sample design were selected non-probability purposive of sample 600 respondents. Primary data has been conducted for the said purpose, developed a questionnaire for the fulfillment the objectives. The scales had 34 items of exogenous and endogenous variables. Table 1 shows the measurement of each latent variable as Health Concerns has three questions HC1, HC2, HC. Environmental concerns EC1, EC2, EC3; Organic Food Knowledge OFK1, OFK2, OFK3; Subjective Norms SN1, SN2, SN3; Culture CUL1, CUL2, CUL3. Attitude ATT1, ATT2, ATT3, ATT4; Availability AVA1, AVA2, AVA3, AVA4. Perceived Expensiveness PE1, PE2, PE3; Labeling and certification LAC1, LAC2, LAC3, LAC4; willingness to pay WTP1, WTP2, WTP3, WTP4 are measured on a five-point Likert scale ranging from strongly disagree (=1) to strongly agree (=5). The questionnaire is in English. The casual study was selected for investigation in the natural environment to minimize the extent of interference, settled in non-contrived and examined consumer's WTP towards organic food from different cities of Punjab province of Pakistan. We used Cronbach's alpha to measure instrument reliability using SPSS 22, confirmatory factor analysis (CFA) as proposed by Park and Lee [25] to measure the validity. Structural equation modeling (SEM) has been used to check the model fitness so that AMOS was applied for this purpose.
Results and Discussion
The purpose of this study was to measure the factors influencing consumer WTP for organic food in Punjab province of Pakistan. A structured questionnaire was developed to get the data for analysis. The pattern and design of the questionnaire were taken from the literature on organic food product consumers purchased and the activities of businesses servicing organic food marketplace. The sample comprised of students and faculty members of different universities, customers in fruit and vegetable markets of the central Punjab Pakistan. A pretesting of the questionnaire was conducted with a sample of 25 customers in Islamabad 9 to avoid unclear wording and irrelevant questions. A total of 600 respondents have been taken for the said purpose. The frequency of total respondents is 399 males and 201 females that have experience the organic food products. Highly frequency of the participants in this study was between ages 31-40. Meanwhile, bachelor degree and post-graduation degree holders participated with the highest interest. The respondent's highest frequency of monthly income in Pakistani currency was 30001 to 40000 rupees in average. Table 3 showed to measure the reliability of instruments; SPSS have been used for 34 items with the values of reliability statistics of Cronbach's alpha which are 0.841, 0.807, 0.820, 0.752, 0.795, 0.842, 0.845, 0.825, 0.825 and 0.834, respectively. Cronbach's alpha values should be above then the range of 0.7 which considered acceptable as described by Hair, Black, Babin, Anderson, and Tatham [26] .
Structural equation modeling (SEM) used by numerous researchers for the evaluating their theories. SEM provides insight into mediation understanding for models to use this technique by allowing the decompose model effects because others soft wares do not give enough details to complete the mediation assessments (e.g., LISCOMP LISREL, EQS) [27] . Jöreskog and Sörbom [28] explained that if the values of χ2 /df are between the range of 0 to 3, which is considered acceptable, for this study, the value of χ2 /df is 1.396 which means accepted. slightly less 0.8 indicates good fit Kenny [29] , this study's benchmark value is 0.026 which means considerably acceptable. The results from this research unfold valuable suggestions for firms operating in production, distribution, and sales of organic food products. Further, it will also help them to decide pricing and other factors related to organic food products. The results from hypothesis testing are shown in Table 5 . The study put-forward a hypothesis to evaluate health concerns of organic food products on the attitude of consumers. A result from structural equation modeling has provided support for said hypothesis with values estimate = .445, S.E= .051, C.R= 8.768 and P-value 0.000. Our results are consistent with previous studies [30] [31] [32] . Thus, it can be argued that health concerns of consumers are highly related to the attitude of consumers toward organic food products. To evaluate the impact of environmental concerns of organic food products on the attitude of consumers we formulated another hypothesis. The results have not provided any support for said hypothesis with values estimate= -.455, S.E= .061, C.R= -7.469 and P-value 0.000. Thus, it can be argued that environmental concerns of organic food products have a negative effect on the attitude of consumers toward organic food products. To evaluate the impact of subjective norms on the attitude of consumers we formulated another hypothesis. The results have provided support for the said hypothesis with values estimate= .427, S.E= .062, C.R= 6.868 and P-value 0.000, so the results are consistent with earlier studies [9, 32] related to the attitude of consumers toward organic food products.
Furthermore, the other eight hypotheses of this study are used to evaluate the impact on willingness to pay for organic food products. One hypothesis is used to determine the role of consumer level of education on his/her WTP for organic food products. The hypothesis is tested using structural equation modeling technique. The results have provided support for said hypothesis with values estimate= .068, S.E= .024, C.R= 2.798 and P-value 0.005. The results of the hypothesis level of education are consistent with previous studies [32, 33] . Thus, it can be argued that consumers level of education significantly influence his/her WTP for organic food products. Another hypothesis was formulated to evaluate the impact of monthly income on consumers' WTP for organic food products. The results have provided support for said hypothesis with values estimate= .089, S.E= .028, C.R= 3.150 and P-value 0.002. These results are consistent with the study of (Vermeir and Verbeke 2006; Tait, Saunders et al. 20160 . Thus, it can be argued that consumers monthly income significantly influences his/her WTP for organic food products. Another hypothesis was formulated to evaluate the impact of attitude on consumers' WTP for organic food products. The results have provided support for said hypothesis with values estimate= .326, S.E= .038, C.R= 8.601 and P-value 0.000. the results of [34] are also consistent with our study. Thus, it can be argued that consumers attitude significantly influences his/her WTP for organic food products. Further, a hypothesis was formulated to evaluate the impact of organic food knowledge on consumers' WTP for organic food products. The results have provided support for said hypothesis with values estimate= .187, S.E= .034, C.R= 5.464 and P-value 0.000. These results are consistent with earlier studies [35, 36] .
Thus, it can be argued that consumer knowledge regarding organic food products can significantly influence his/her WTP for organic food products. Further, a hypothesis was formulated to evaluate the impact of culture on consumers' WTP for organic food products. The results have not provided any support for the said hypothesis. Therefore this hypothesis is being rejected with values estimate= -.025, S.E= .040, C.R=-.631 and P-value 0.528. Thus, it can be argued that culture doesn't have any influence on consumers' WTP for organic food products. Further, a hypothesis was formulated to evaluate the impact of organic food availability on consumers' WTP for organic food products. The results have provided support for said hypothesis with values estimate= .183, S.E= .039, C.R= 4.752 and P-value 0.000. The results are same with earlier studies conducted by [37, 38] . Thus, it can be argued that availability of organic food products can significantly influence consumers' WTP for organic food products. Another hypothesis was formulated to evaluate the impact of perceived expensiveness of organic food products on consumers' WTP for organic food products.
The results have not provided any support for the said hypothesis. Therefore this hypothesis is being rejected with values estimate= -.040, S.E= .038, C.R=-1.032 and P-value 0.302. Thus, it can be argued that perception of expensiveness regarding organic food products don't have any influence on consumers' WTP for organic food products. Finally, a hypothesis was formulated to evaluate the impact of organic food labeling and certification on consumers' WTP for organic food products. The results have provided support for said hypothesis with values estimate= .166, S.E= .031, C.R= 5.401 and P-value 0.000. Our results are consistent with previous studies [39, 40] . Thus, it can be argued that labeling and certification of organic food products can significantly influence consumers' WTP for organic food products.
Structural Model Results
The structural model in Fig. 2 depicts the direct and indirect relationship between endogenous and exogenous variables. The results are in numerical forms as organic food knowledge has a direct impact on willingness to pay is 0.24. There are three variables health concern, environmental concern and subjective norms have an indirect impact as 0. 
Conclusion and Implications
The socio-demographic profile of organic products buyers reveals more men buying than women. Consumers aged between 31-40 shows the highest frequency in the purchase of organic products followed by the 41-50 age groups and above. Men are more likely WTP for organic food products because of a higher level of concern in safe food with the responsibility as household head. The survey findings showed more than 33 percent (the highest percentage of our data) of the respondents have bachelor degree education are paying more for organic products. The main factors encouraging the respondents to pay a price premium for organic food products were health consciousness followed by organic food knowledge. In contrast to this, lacking information about the products was identified most frequently those not WTP for organic products as the major restrictive factor for buying organic products. Organic food buyers revealed that the availability and labeling and certification as the most important attributes that could persuade them to purchase more organic products. The factors that could persuade non-purchasers to buy organic products were easy to find followed by a greater variety of organic food products and trust in organic certification. The majority of buyers reported that organic food products are frequently found in the organic farms, supermarkets (METRO) and Punjab Cash & Carry, and local fresh fruit and vegetable markets notably. The analysis of structural equation modeling extracted six essential factors that influence consumers' willingness to pay WTP toward organic food products: organic food knowledge, health concerns, subjective norms, positive attitude, availability and labeling and certification. This indicates that consumers' concern in organic food is influenced by their trust that organically produced food is healthier and safe. The results of the analysis show that health concerns, organic food knowledge, subjective norms, income, availability and positive attitude appear to have a strong impact on the respondents' WTP for organic food products. In contrast, environmental concern, perceived expensiveness, and culture appear to have a negative impact on the respondents' WTP for organic food products. Therefore, WTP for the organic food product in Pakistan is not necessarily affected by environment-related values of organic food products, culture, and lifestyle. This may be unique to Pakistan because the consumer market for organic food products in Pakistan is still at its early stage of development. Moreover, demographic characteristics of our study have a strong influence on the respondents' likelihood of WTP for organic food products. The results show income and education significantly affect the respondents' WTP for organic food products. Organic food products are more expensive than conventional food products, and our result reveals that the households with monthly income PKR. 30001-40000 are more likely to buy organic products. It further supports the findings [41] who report that consumers with high income often buy organic food to reflect on their awareness and status. Also, most consumers in Pakistan are price sensitive and look high prices as a giant hurdle to WTP for organic food products. The survey result shows male is more likely to consume organic products to cut down the healthrelated issues exist in a society like high blood pressure, diabetes, heart problems, and obesity are increasing day by day due to eating unhealthy foods in Pakistan. So, adoption of organic food may serve the society to get rid of these severe diseases. Moreover, through some case studies can be conducted to have a profound insight into underlying potential motivators and barriers of organic food purchase. It would help the marketers to formulate mix strategies to promote the demand and increase the sales of organic food productively.
